1985 CUMULATIVE INDEX 


compiled by Janet McCue 


To help locate pertinent subjects, 
authors, articles, and book reviews, we 
have published three separate indexes 
for 1985. 
Subject Index lists subject terms for all 
articles contained in the 1985 American 
aphics. An asterisk (*) after the 
date indicates a book review. 
Author-Title Index lists all authors 
and the titles of their articles. 
Books Reviewed lists all books 
reviewed during the year. 
All references are by month and page 
number; thus, “Ja/33” refers to the 
January issue, p.33. 


SUBJECT 
INDEX 


50 Plus, F/19, 42 

Abortion 
demographic profile of activists, 
Ja/8*; philosophical views of activists, 
Ja/8, 48* 

ACORN (A Classification of 
Residential Neighborhoods), N/18-19 


AdTel, My/39-40, 43 

Affluence, Ja/7, Mr/15-16, Jl/4, 6-7, 
Ag/12 

AGB Television Research, Inc., D/20 

Alcoholic beverages, O/4 

American Airlines, N/18 

American Indian reservations, F/12 

Ames Department Stores, Inc., 
O/20-21 

Arbitron Ratings, N/20 

Arizona, Je/11-12 

Armed forces: 
blacks, D/15; military families, 
Je/44—46, recruitment, S/20-21; 
wages and salaries, je/46; women, 
F/12-13, Je/44, D/15 

Arts: 
attendance, Jl/42; participation, Jl/44 

Aseptic packaging, Ap/16-17 

Asian Americans: 
1980 census results, My/28-29; 
economic status, My/25, 28; 
ethnicity, My/23-24, 28, 31-32; 
family characteristics, My/28; 
immigrant population, My/23-24, 29; 
place of residence, My/24-25, 28-29, 
32-33, 46; population projections, 
My/31-33, 46 

Atlas (computer mapping program), 
Ja/42-43 

Automobiles: 
car care market, Je/14; dealerships, 
N/20-21; women’s market, Jé/14, 
O/13 

Baby-boom generation: 
consumer debt, N/56; economic 
status, Ap/38-41; educational 





Lold 


S/28; emr loy , S/25; 
$/25; 





inteadiennal jV/13-14, D/11; 
income, S/24-25, 28-29; lifestyles, 
S/24-25, 28-29; marital status, S/28; 
marketing to, JI/7, S/7; per capita 
consumption, Ap/40-41 

Baby-bust generation, Jl/7 

BehaviorScan, My/39-40 

Big Boy Restaurants, S/18 

Birth rate, Jl/13, D/23-24 

Birthing centers, Jl/19 

Births: 
by months of the year, S/11; by race, 


D/25-26; first, Ap/15; 
D/12-13 


Blacks: 
economic status, Ja/22, D/8, 47-48"; 
family composition, D/25; health and 
beauty product expenditures, 
Ag/ 16-17; radio listening, N/20; 
verdicts in jury trials, D/11-12; 
women in the military, D/15 

Book publishing industry: 
chain stores, O/42; consumer 
purchases, O/41-43; projections, 
O/43; small presses, O/42 


Breastfeeding, Je/13 
Buffums Department Store, Ap/20-21 


Business travel: 
marketing, Jl/33, 48-49; profile of 
travelers, Jl1/32-33, 48-49 


Cable television: 

advertising, Je/17, D/19-20; audience 
measurement methods, D/19-20 

Canada, S/8-9 

Catholics: 
demographic profile, D/38-41; use of 
contraceptives, O/ 13 (See also 
Religion) 

Census (1990): 
data products, F/11; questionnaire, 
F/11 

Chemical Bank: 
electronic banking services (Pronto), 
Ap/20, 51; marketing strategy, 
Ap/20, 51 

Chicago Tribune, D/18-19 

Children: 
age groups by region, D/24; baby 
products, D/50; child care benefits, 
N/15-16; costs, D/26; effects of 
remarriage, My/14-15; government 
resources, My/13-14; only child, 
F/11-12; poverty, D/25; projections, 
D/23-24, 27; racial characteristics, 
D/25-26; — rivalry, My/15-16 
(See also Births, Breastfeeding, Credit 
cards, Day care, Teenagers) 


Clothing market: 
children’s, F/18, 42; mens, F/16; 
sports, F/13-14 

Coffee: 
automatic replenishment system, 
Mr/18; consumption, Ap/16; direct- 
mail marketing, Mr/18, 47 

and universities: 

annual costs, F/15-16; enrollment 
Projections, F/50, Je/12-13; faculty 
p in the h ities, Ja/12-13 





Commission on Professional and 
Hospital Activities (CPHA), 
Mr/44-46 

Consumer Research Center 

“Consumer Market Studies,” Ja/40; 


discretionary income estimates. 

Ja/40-41; newsletter, Ja/41 
Consumer information: 

analysis, Ag/23-25; sources, Ag/24; 

surveys, Mr/14 


spendir ng: 
consumer debt, N/56; historical 
trends, Mr/4, 6-7; single-person vs. 
‘ed j 
Ap/15-16 (See also Financial services) 
Cosmetics ind 
advertising, M43, 51; black marker, 
Ag/ 16-17; demographic variables in 
cosmetic use, Mr/42-43, 50-51; 
marketing, Mr/40-42, 50-51; sales, 
Mr/40 
Credit cards: 
ownership, S/36-37; use by children, 
Ap/20-21 
Crum and Forster Personal Insurance, 
Ja/16, 49 
Dairy products, O/20 
Day care: 
ic data use, My/20-21; 
employer 
N/15-16, D/48-50; nannies, My/50 
Death rates, Ja/14 


Demographics: 
analysis, J1/8, 10*; directories of 
products and services, Mr/28-35, 
Je/29-33, JI/34-41; federal sources 
of information, Je/7; marketing use, 
Mr/7; tec! innovations, 
Je/23-28 (See also Marketing) 

Dental health: 
demographic F/32; effects 
of fluoridation, F/32 

Dentistry: 
average income, F/33; demographic 
data use, F/31, 50; dental insurance 


distribution 
specialists, F/31, 49-50 


Department stores: 
discount, 0/20-21; marketing 
es D/18 (See also names of 
jual department stores, ¢.g. 
fn 


Desktop Information Display System 
(DIDS), D/42-43 


Detroit, MI, Ag/11 


Direct-mail companies, F/18-19, 42, 
O/19-20 


Discount department stores, O/20-21 

Disposable diapers for adults, Ap/33, 
48 

Divorce rates, Jl/13 

Domestic services, N/16 

Donnelley Demographics: 
access through Dialog, My/48-50; 
on-line demographic data, My/48-50 

Drug expenditures, Ap/4 


Economic classes: 
1969 vs. 1983, Ja/20-25; by age 
group, Ja/7; educational attainment, 
Ja/23; employment t characteristics, 
Ja/23-24; family composition 
Ja/22-23; measurement, Ja/20-21 


y: 
effects of worker productivity, 
Ap/39, 41; real wage growth, 
Ap/38-41 (See also Consumer 
Ai Gross N: 2 , 


Underground economy) 
Educational attainment, Ja/12 


Elderly: 
demographic characteristics of persons 
aged 85 , N/44-45; federal 
My/13-14; housing market, S/12- 13; 
income, Mr/25, 48-49; marketing to. 
F/15, 19, 42, Mr/23-25, Ag/8*; 
nursing home insurance, O/36-38; 

poverty level, Ag/9; projections, 
ja/50, 2/50, 0/35, purchasing power 
Mr/49 (See also Retired persons) 





Employment: 
benefits, S/33, N/15-16; personnel 
policies, S/32-33; projections, 
Ap/50, S/50, N/58; regional trends, 
N/58 (See also Labor force, Labor 
unions) 

ERIM (Electronic Research for Insights 
into a My/38-39, 41-43 


of principal members. 
ja/23e W/2% black. D/25; childless, 
D/24-25; economic classes, 
nanos female-headed, D/25; 
home ownership, D/48; married- 
couple, Ja/23; purchasing 
D/26-27, 48; size, _— social 
relationships, Ap/1 ~~~ oo 
My/14; with children, D 
Farm industry: 
number of farms, O/30-32; 
technological change, O/33; value of 
farmland and equipment, O/32 
Farmers: 
economic conditions, O/30-33; 
family Mr/15; income, 
O/30-32; male/female ratio, 
Mr/14-15 


projections, Ja/30-32; social 
out Ja/33, 51; theories, 
Ja/32-33 


Film processing, D/15 


Fitness centers, Je/4-6, 16-17, 
N/19-20 (See also Health care, 
Lei ivities, S ) 


Florida: 

economy, Jl/47; education, Jl/47; 
migration 1/46; ion, 
Jl/46; projections, Jl/47; racial and 
ethnic characteristics, Jl/46-47 


Food: 
buying habits, Ag/34-37; distribution 
system, Ag/34-36; i % 
Ag/4; preferences, 0/44, 46-47 (See 
also Dairy products, Frozen foods, 





American Demographics 51 





foods: 
marketing, S/40-41; product lines, 
S/39-40; sales, S/38-39 
Fruit: 
consumption, S/11; drinks, 
Ap/16-17 





Gardening: 
consumer spending, 7 
profile of 


Ap/36-37; National 
Survey results, Ap/35-37 


General Foods, Mr/18 

General Social Survey, Ap/42-44 

Geography, Ag/12 

Gerber Products Co., D/50 

Global 2000 Report to the President, 
Mr/8-9* 

Gross National Product (GNP): 


effects of the economy, 
N/4, 7; revised estimates, N/4, 7 


Harley-Davidson Motor Co., /1/18 
Hawaii: 
agricultural industry, D/46-47; 
county profiles, D/44-47; racial and 
is ceseeniae, D/44; tourism, 
D/44-47 
Health: 
attitudes, Ag/ 13-14; health and 
beauty products, Ag/16-17; women, 
Mr/36-39 
Health care: 
data services, Mr/44-46; government 
resources, My/13-14; home health 
care industry, —> 48-49, 51; 
marketing strategies, My/8-9*; self- 
care market, Je/35-37, 1 (See also 
Fitness, Dental health, 
Hospitals) 


Hearing-impaired, S/18-19 
Hispanic Engineer, My/20 


Hi ds. 
birth rates, D/12-13; wy oh en 
Ag/32- 33; fertility, Ag/30, 

Ag/30; oso 
Ag/31-32; magazines, My/20, 
O/18-19; marketing to, Je/17, 
Ag/29, 31-33, O/18-19; population, 
Ag/29-31; telephone use, Ag/31 
Holiday Inns, Inc., S/18-19 


Home health care: 
and services, Ap/29-33, 


government 
reimbursement, Ap/30-32; market 
potential Ap/29-33, 49 

Homeless: 


equipment 
48-49, 51; 


D/36-37; enumeration techniques, 

D/34-36, Nashville, TN population, 

D/34-37 
Homemakers, O/23-27 
HK inder ( 


( puterized control 
center), Ag/16 





median home equity, JI/6; trends, 
JV/4, two-income families, D/11 (See 
also Housing, Mortgage rates) 
Hospitals, Mr/44-46, Je/16-17, Ji/19, 
N/19 (See aiso Dental care, Fitness 
centers, Health care, Physicians) 
Households: 
female-headed, Ag/21; financial assets 
and debts, [1/6, S/34-37, 46-48; 
—_—ee a) owner vs. 
rental households, Ag/20-21; 


Nursing homes, 


ape am aang 
D/13; stability of household 

S/14; upper-income, Jl/4, 6-7 (se (See 
also Families, Income) 


Housework: 
household care industry, My/34-37, 
50; men omy women, Mr/13-14 


Housing: 
effects of baby-boom generation, 
JV13-14, Ag/16, D/11; elderly, 
Je/8*; ogre 
Ag/ 18-21, 49; single-family homes, 
Ag/49; starts, JI/13-14; two-earner 
households, Je/8-9*, D/11 (See also 
Homeownership, Mortgage rates) 

Houston, TX, Ag/11 

Hovnanian Enterprises, D/48 

ee ee 13 


Illegal aliens: 
a dentese, BY YS: country of 
origin, Ja/26-28; economic impact, 
Ja/28-29, immigration policy, N/I N/10, 
12; Los Angeles Co. 
S/12; population estimates, Ja/26, 
29; state of residence, Ja/26-28 


Immigrants: 
age groups, My/45; country of origin, 
My/46; economic status, My/44—45, 
D/15-16, educational attainment, 
My/44; naturalization rates, 
My/45-46; occupational status, 
My/44; sex ratio, My/45 (See also 
anaes 


policy: 
effects on labor force, N/12; 
legislation, Ja/26, 29, N/10, 12 


Income: 
after tax, O/14; nt gi 
1 


2; , ja/40-4 
family, Ja/20-22, F/8-9*, D/2e-25; 
household projections, O/54; IRS 
statistical data, F/44—46; projections, 
O/54, N/58; retired persons, 
jv14-15; camvendenmendennts, 
S/4, 6, N/58; statistical analysis, 
F/3-9*; two-income families, N/15; 
unreported, N/4, 7; income 
os 6-7, Ag/12 (Se 
Financial services, Wages and 
po en 


Industrial employment 

(1982-1995), Ap/50 
Infomark Laser PC System, Ag/42-44 
Infusion Gaute Ap/31-32 
Insurance companies: 

market anabyein, Jo ja/16, 49, nursing 


Jury trials, D/11-12 
Kidney dialysis, Ap/29-31 


Kinder-Care Learning Centers, 
My/20-21 


LL. Bean, F/18-19, 42 





Leisure activities, Ji/42, 44, Ag/38-40 
(See also Photography, 
interests, Sports, Television) 


Life expectancy, Ja/14, N/37-39 


Louisiana: 
age groups, N/51; economy, N/50, 


52; households, N/51; income, N/51; 


labor force, N/51-52; metropolitan 
areas, N/50-51; politics, N/51; 
population, N/50; racial and ethnic 
characteristics, N/50-51 
a 
ity publications, My/20, 
O/18-19. reader surveys, 2/17; 
targeting, My/20, Ag/17, O/ 18-19 
Mail-order markets, F/18-19, 42, 
O/19-20 


Manufacturing industries, Je/13-14 (See 
also Industrial employment 

tee: Service industries) 
Marine Midland Bank, My/21, 51 


Marketing: 
baby products, D/23-27, 48-50; 


clothing, F/16; household chores, 
O/25-26; job satisfaction, 0/24 


Metropolitan areas: 
employment, ‘Ap/47-48; -48; households, 
‘46-47; population, Ap/23-25, 
45-47, Ag/12; projections, Ag/50; 
——_ rankings, JI/21-25; 


regional variations, 
Ap/24-25, 45; world rankings, 
S/13-14 


Microcomputer software: 
directory of demographic products, 
Mr/28-35; graphics programs, 
F/40-41, S/42-45; mapping 
poe. & Ja/42-43, D/42-43; site 
location and evaluation programs, 


O/48, 50-51; statistical sand 
F/38-41 (See also Donnelley 
Demographics) 


directory of demographic products, 
Mr/28-35; optical disk systems, 
Je/23-28, Ag/42-44; use in schools, 
D/13-14 


Micromarkets Il, F/38-39 


ll 
F/47; " aderly, S/12; New York state, 
Je/38-42; regional trends, F/47; 
sources of data, Ja/17, 49, F/27-29, 
47 
Millionaires, Ag/12 


Modeling (market selection), N/41-43, 
54-55 


Monitor, N/24 

Moral Majority, D/12 

Mortality rates, N/37-39 

Mortgage rates, JI/13-14 (See also 
Homeownership, Housing) 


Motorcycle advertising, Jl/18, O/18 


MTV (Music Television), D/19-20 
Natural gas, JI/18-19 

New Age Journal, ja/16-17 

New York (state): 


Newspapers, My/14, D/18-19 
Newsweek, Ag/17 

Nielsen, A.C., My/38-39, 41-43 
Nissan Gaye, N/20-21 


population oon 2 ‘Ap/23-25, 45, 
Ag/12; regional and state variations, 
Ap/24-25, 45 (See also Rural areas) 


/ 36-38; ownership, 
O/38-39; projections, O/35-36, 38 
Occupational training, Jl/14 
Older persons: 
income, Mr/25, 48-49; marketing to, 
F/19, 42, Mr/23-24; purchasing 
power, Mr/48-49 (See also Elderly) 


Optical disk storage, Je/23-28, 
Ag/42-44 


Oshkosh B’Gosh, Inc., F/18, 42 
Outdoor advertising, Ap/21, 51 
Over-the-counter drugs, Ap/4 
Paperback books, O/42 

Park Outdoor, Ap/21, 51 
Participant observation, O/18 


PhDs, Ja/12-13 

Photography, J1/15-16, D/15 
geographic distribution, S/20; Market 
Area Profile (MAP) service, S/20 

Places Rated Almanac, Ji/21-25 


Population: 
estimates based oi motor vehicle 
en Ss. 49; population 

school curriculum, 


studies in 
Mr/18-19; projected trends, N/58 


children, Ag/9, D/25-26; effects of 
non-cash benefits, Ap/12*; elderly 
Ag/9; young adults, O/15-16 
ic research: 

participant observation, O/ 18; 
segmentation systems, F/7*, N/24- 
27; use, N/23, 28-29 

Public information, Je/7 

Quickmap, D/43 

Radio, N/20 (See also Television) 

Reading interests, O/41 

Religion i - 
demographic profile of religious 
denominations, D/38-41; religious 
preferences, D/38 

Resp :atory therapy, Ap/32-33 


patterns, 
Ja/35-38, O/44, 46-47; ethnic and 
specialty establishments, Ja/38-39, 
O/44, 46; location ja/39, 
marketing, Ja/39, 46, S/18; number 








of establishments, Ja/35-36; overseas 
market, Ja/47; projections, Ja/47; 
sales volume, Ja/36; surveys, O/44, 
46-47 


er 
t, Ja/11- 12; income, 
WVi4i5 (See also Elderly, Older 
persons) 
Retirement benefits, Ag/11-12 
Riverside Hospital, N/19 
Rodale Press, Je/36, O/19-20 
Rural areas: 
population growth, 
trade, O/8, 10 (See also 
Nonmetropolitan areas) 
Ryan Homes, Ag/16 
Self-employment, Ja/11 


Service industries, My/4, 6-7 (See also 
Manufacturing industries) 


Sewing machines, S/19-20 


Shopping centers: 
food services, N/48; forecasts, N/35, 
48; history, N/33-34; marketing 
strategies, N/34-35, 48 


Sibling rivalry, My/15-16 
Singer Corporation, S/19-20 
Single persons, D/13 


Site Evaluation and Location System 
(SELS), 0/48, 50-51 


Social Security benefits, Ag/11-12, 
D/13 


Soft drinks, My/13, JI/7 
Southern California Gas Co., JI/18-19 


O/8, 10; retail 


Sports: 
clothing, F/13-14; participation, 
Ag/38-40 


St. Mary’s i 
Center, yvig 
Statistical analysis, F/8-9, Je/19-21, 48 
Statue of Liberty-Ellis island Centennial 

Foundation, N/18-19 
Supermarkets, Ag/4, 35-37 
Supreme Court justices, F/14-15 
Survey of Consumer Finances, Mr/14 


Targeting, N/15 (See also Marketing, 
Psy ) 


Tax evasion, N/4, 7 
Technology, Je/11 
Teenagers: 

education, F/21-22; 


employment, 
F/22; grocery shopping, F/23-24; 
income, F/22, 25; leisure activities, 


F/22, 25, 41, D/14-15; spending 
habits, F/22-25 


Telecommuters, O/14 
Telephones, N/16 


Television: 
audience measurement methods, 
D/19-21; cable, Je/17, D/19-20 (See 
also Radio, Videocassettes) 


Test marketing: 
rankings of test cities, My/38-43; 
selection of test sites, My/40-43; use 
of television advertising, My/38-43 


Travel industry, Jl/32-33, 48-49 
Underground economy, N/4, 7 
Unemployment, Mr/16, Je/13-14 


United States: 
demographic profile, S/8-9*; 
economic and social well-being, 
Ap/10-12*; one, Je/50; 
slowest and fastest-growing states, 
Mr/14; social policy, Ap/12* 


Urban areas, S/13-14 (See also 
itan areas) 


USA Display, F/39-41 


VALS (Values and Lifestyles), F/7*, 
N/25-27, D/18 (See also 
Psychographic ) 


Vegetables, S/11 


Veterans, F/12-13 (See also Armed 
forces) 

Veterinarians, D/4, 6 

Videocassettes: 
marketing special-interest tapes, 
D/32-33, 41; videocassette recorders, 
D/31 

Virginia: 
economy, O/53; educational 
attainment, O/53; household 
characteristics, O/52; income, 0/53; 


metropolitan vs. nonmetropolitan, 
O/52; population, O/52-53; racial 
and ethnic characteristics, O/52 
Vista, O/18-19 
Voter participation, My/16 
‘Wages and salaries: 
armed forces, Je/46; male vs. female, 
Mr/13; real wage growth, Ap/38-41; 


service vs. manufacturing sector, 
Ap/40 (See also Income) 


Weather and climate data, Ap/15 


Western states: 
posapenstemeny Pw 6; leisure activities, 
F/6; market characteristics, F/4, 6 


Who's Who in America, D/16 
Women: 


armed forces, F/12-13, Je/44, D/15; 
toward and 


a 

t, O/24-25; — 
Je/14, O/13; childbearing, F/ 
Ap/15, Ji/29-31, 50, N/16, 35°56, 
D/26; finances, Ap/17-18; health, 
Mr/36-39; household chores, 
O/25-27; life insurance policies, 
Ap/17-18; marketing to, JI/50, 
O/23-24, sexual activity, O/13-14; 
single, O/16 (See also Abortion, 
Birthing centers, Breastfeeding) 

Women in the labor force: 
business travel, Jl/48-49; dining 
habits, 0/44, 46; household 
responsibilities, Ja/4; income, =f 6, 

Mr/13; Newsweek survey results, Ja/4, 

7; 


6- occupations, 
Ja/13-14; spending habits, Ja/7; 
workday length, Ja/4 

Yankelovich, Skeily and White, N/24 


AUTHOR/TITLE 
INDEX 


Alba, Richard D. & Michael J. Batutis. 
Migration’s Toll: Lessons from New 
York State, Je/38-42 


Baker, Ross. Ad Nauseum, JV/S2; The 
Better Shredder, Mr/52; 
S/52; The Gap, F/52; A 
Good Year eee te tena 


ics, Ag/ 
Name, Ap/52; You're Entitled, D/56 


Benjamin, Arthur. Maryland, Ag/46-47 
Blackburn, eee tS Seer’. 
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Middle Class, ja/19-25 

Bloom, Steven M. & David E. Bloom. 
American Labor at the Crossroads, 
S/31-33, 46 

Bouvier, Leon F. & Anthony J. Agresta. 
The Fastest ing Minority, 
My/31-33, 46 
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O/30-33 

Caravatt, Paul J. Videocassettes Explore 
the Demographics, D/31-33, 41 

Cook, S D. The Busi of 
Travel, jl/32-33, 48-49 
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S/42-45; Mapping with DIDS, 
D/42-43; The SELS System of Site 
Evaluation, 0/48, 50-51 
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Household Help, My/34-37, 50-51 


Edmondson, Brad. The Home Health 
Care Market, Ap/29-33, 48-49, 51; 
How Big is the Baby 
D/23-27, 48-50; Market for Medical 
Self-Care, Je/35-37, 51 
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Forstall. itan Areas 
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N/10-12 
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Consumer ion, Ag/23-25 
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, F/38-41 
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Johnson, Kenneth M. Modeling to Find 
Markets, N/40-43, 54-55 


Keane, John. Statistics, 
Je/19-21, 48 

Langer, Judith. The New Mature 

Mothers, Ji/29-31, 50 


Market, Mr/'23-25, 48-49 


Leon, Carol Boyd. Working for Uncle 
Sam, Je/44-46 


Levine, Barry. The Pet Business, D/4, 6 


Levy, Frank & Richard C. Michel. Are 
Baby Boomers Selfish?, Ap/38-41 


Lindon, Sediien: Ditiitnn oc Chane, 
O/4; Over-the-Counter Drugs, Ap/4; 
Supermarket Shoppers, Ag/4 
Martin, Julia H. Asians in Virginia, 
My/28-29 
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German. ing Success, 
Ag/34-37 

Newitt, Jane. How to Forecast Births 
(and Be Right), Ja/30-33, 51 
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An Exercise in Life Expectancy, 
N/37-39 


Paris, James A. The Group Quarters 
Quandry, F/34-37 

Pierce, Robert M. Rating America’s 
Metropolitan Areas, Jl/21-25 


to a Woman's Heart, O/44, 46-47 


Robey, Bryant. 's 
My/23-25, 28-29; Far From the 
Resourceful Crowd, Mr/8-9; Life on 
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